Purpose: The main aim of this research is to characterize the tourists visiting top-level restaurants to ascertain the profile of this type of customer, their behaviour and their influence on the destinations where they are located.
Introduction
The restaurant industry has undergone a huge boom in the last decade and is considered an important component of the tourism system (Delgado, Vargas, Montes & Rodriguez-Torres, 2016) ; it is considered "one of the most long-standing and traditional sectors of most economies" (Daries-Ramon, Cristobal-Fransi & MarineRoig, 2017) . However, the saturation of certain types of catering, as well as the emergence of new culinary techniques together with technological advances, the internationalization of the sector and changes in the habits and tastes of consumers, has led to a notable growth of the restaurant industry of a certain level. The UNWTO (2017) report on gastronomy tourism pointed out that the weight of gastronomy in destinations' tourism revenue was more than 30% and that this margin would tend to grow and considers gastronomy to be a distinctive element of destination. In 2016, for example, the restaurant industry turned over 35,131 million euros in Spain, and every citizen consumed (lunched or had dinner) out an average of 157 times (The NPD Group, 2017) . This sector employed 1.6 million in Spain in 2016, according to the active population survey (Encuesta de Población Activa -EPA) published by the National Statistics Institute -INE (2017) .
In this context, attracting culinary tourists has become the goal of many destinations since they tend to stay longer at the destination, increase tourist spending on local products, and, ultimately, create greater sustainability (UNWTO, 2017) . Food and wine have been found to be fundamental attraction factors of a destination and the element of their image which is most evenly recognised across different types of destinations (Marine-Roig & Anton Clavé, 2016) . The reasons why travellers choose one or another destination are different, but new tourism trends indicate that quality cuisine is becoming increasingly relevant in the process of choosing a destination and the construction of the destination image (Lai, Khoo-Lattimore & Wang, 2017) . The increased competitiveness in the catering industry has led to the development of strategies that require segmentation to respond to an increasingly plural and heterogeneous demand consisting of customers seeking not only to satiate their appetite but enjoy the experience (Thompson & Prideaux, 2009; Yang & Mattila, 2017 ).
Today's customer is far more informed, demanding and often, plans and books their holidays and leisure time, with totally different interests and who, in accordance with increasing purchasing power, they demand more specific, more personalized products, even if this entails a higher economic cost (Goolaup, Solér & Nunkoo, 2017; Yang & Mattila, 2017) . The gastronomic tourist, specifically, values cuisine as a means of socializing and exchanging experiences, is increasingly demanding, and has higher spending power than the average tourist (UNWTO, 2017). The UNWTO study reveals that the traditional strategies in the development of gastronomy tourism must evolve into strategic tools to articulate the quality, variety and uniqueness of local products and gastronomy of a territory. Hence, knowing the weight of the factors that have motivated the choice of restaurant or the relevance that the restaurant has in the choice of destination, together with information about the characteristics and behaviour of customers is fundamental, and companies are starting to become aware of the importance of diversifying the supply and segmenting the market (Kline, Greenwood & Joyner., 2015; Levitt, Zhang, DiPietro & Meng, 2017) . Moreover, there has still been very little research on high-quality restaurants in spite of the economic and tourist importance they may have (Daries-Ramon, Cristobal-Fransi, Ferrer-Rosell & Marine-Roig, 2018) . Therefore, the main aim of this research is to characterize the tourists visiting top-level restaurants to ascertain the profile of this type of customer, their behaviour and their influence on the destinations where they are located. To achieve this aim, the work is structured into two parts. The first part consists of a literature review of the segmentation of markets in the restaurant industry and the factors that influence tourists' culinary behaviour. The second part, through an empirical study, performs a segmentation analysis to identify the different groups of tourists who go to top-level restaurants at the tourism destination.
The segmentation of markets in the restaurant industry
The preliminary step to determining a profitable target market to subsequently implement an appropriate positioning strategy is the classification of, Tseng & Lin, 2017) . Furthermore, tourism managers highlight the importance of understanding tourists' motivations for prospective customers segmenting a major market into different groups that may require different marketing strategies (Kotler, Bowen & Makens, 2014) . This process is known as market segmentation and it allows a company to identify key consumer groups and adapt marketing strategies to their needs (Bruwer & Li, 2007 ).
If we focus on the tourism industry, we will find great diversity in tourists' behaviour and a major evolution in their motivations when choosing, such as the pursuit of unique experiences, the influence of environmental aspects, flexibility of service, innovation, or the search for quality products (Carballo, Fraiz, Araújo & Rivo, 2016) . Specifically, the gastronomic tourist has been found to spend more than average, be demanding and seek new experiences and trends, and is interested to discover the authenticity of destinations through their food (UNWTO, 2017) . This makes tourism market segmentation an especially relevant line of work to marketing, both in the field of academia and in business management. Thus, thanks to this segmentation a more efficient allocation of resources is possible, selecting the strategically most important groups and determining the most suitable product, price, distribution and communication policies (Cho Bonn & Brymer, 2017; Lee, Jan, Tseng & Lin, 2018) affecting their decisions about holiday destinations. By categorizing tourists into different segments, tourism managers will be able to develop products and services that effectively appeal to each grou p (Srihadi, Sukandar & Soehadi, 2016) .
In the field of gastronomy, segmentation has been acknowledged as being a useful tool to facilitate the development of strategies for the marketing of this tourism service (Seongseop, Choe & Lee, 2016) . To segment restaurant customers, previous studies have used socio-demographic variables (e.g., gender, income, nationality) and socio-psychological variables (e.g., value, lifestyle, personality). The socio-demographic characteristics used include gender, education, income, or age (Batra, 2008; Honkanen, 2010; Hwang, Han & Kim, 2015; Kim, Ng & Kim, 2009) .
In terms of level of education and income, in a study on ethnic restaurants, Roseman (2006) identified that respondents with a higher level of education and income were more likely to choose this type of restaurants than their less-educated and less-well-paid counterparts. Barber and Scarcelli (2010) classified customers by gender and education to identify the effect on customers' evaluation of the cleanliness of a restaurant. The women diners were more sensitive to cleanliness in the restaurant environment than their male counterparts. Continuing along these lines, in the study by Hwang et al. (2015) , women were more likely to express their opinions or emotions with regard to the quality of the service of a restaurant than men. Other research has revealed that the overall degree of satisfaction differs according to age (Kim, Ng & Kim, 2009) . In this sense, the results showed that older customers were more satisfied than younger customers, as they tended to be more loyal due to a higher frequency of visits (Kim, Ng & Kim, 2009 ).
On the other hand, we can find a series of research studies that address segmentation using socio-psychological variables such as lifestyle, values or personality traits. Various studies have used lifestyle as a segmentation variable (Bruwer & Li, 2007 , Choe & Cho, 2011 Jang, Kim & Bonn, 2011; Wycherleya, McCarthy & Cowan, 2008) . The work of Wycherleya et al. (2008) used a scale of food-related lifestyles and identified six categories of consumers: "adventurers", "rational", "sloppy", "likes a snack", "conservative", and "not involved". In their study, the members of the "adventurous" and "rational" groups revealed a higher level of preference for speciality food products. Other research has sought to identify the characteristics of customers to restaurants according to their reasons for preferring a certain type of food or the benefits sought (John and Horsefall, 2012; Roseman, 2006; Tan and Lo, 2008) . Damian and Suárez-Barraza (2015) indicate that these segmentation tasks enable finding out consumer behaviour and implementing process innovation in tourism management.
In short, we can find several pieces of research that have segmented restaurant diners according to sociodemographic or socio-psychological variables in order to obtain customer profiles or characteristics. However, no work has been found that focuses on the segmentation of diners in top-level restaurants according to their motivations and perceptions, despite this sector of the industry growing rapidly. In fact, as the dishes prepared in this type of restaurant usually differ from those that are consumed in everyday life, customers might have certain reasons to visit a particular high-level restaurant. Therefore, finding out the reasons that lead to the decision by customers to frequent this type of restaurant may provide managers with relevant information to be able to determine the most appropriate target market and to develop customized marketing strategies. In addition, no studies were found on restaurant customer segmentation that take into account the tourism component and analyse the customer's relationship with the destination and the restaurant, and their relative importance.
Factors influencing tourists' gastronomic behaviour
The proper identification of the different needs of the different tourist segments eases a better design of a restaurant's range of cuisine (Sengel, Karagoz, Cetin, Dincer, Ertugral & Balık., 2015) . Despite its importance, the study of the different characteristics of tourists and their perception of the service offered by a restaurant has scarcely been discussed in the literature.
It is clear that when choosing a restaurant, the type of food is crucial. Authors like Giesen, Havermans, Douven, Tekelenburg and Jansen (2010) claim that studies on the choice of the type of food focus on the understanding of the determinants of behaviours related to foods, including the taste, preferences, the choice and its actual ingestion. The taste for food they call "palatability or the pleasure obtained when tasting a certain food". Following this line, Duarte, O'neill, Liu and O'shea (2013) similarly found that quality and taste are the main factors affecting the selection of restaurants, although previous positive experience, a clean working environment and attentive service are additional factors that greatly influence.
Regarding the consumption of food by the tourist, Mak, Lumbers, Eves and Chang (2012) state that it depends on five factors: 1) Cultural and religious factors; 2) Socio-demographic factors; 3) Motivational factors; 4) Personality; and 5) Previous experience. On the other hand, Kim, Eves and Scarles (2009) propose a model of consumption that contains three main factors divided, in turn, into several subfactors: Motivational factors; demographic factors and physiological factors. We can therefore see that there is an extensivevariety of food attributes that could be contemplated when analysing tourists' behaviour when choosing a restaurant.
The present work focuses on the choice of top-level restaurants, the characteristics of the diner and their preferences. To do so, we will focus on demographic and motivational factors.
Demographic factors
Demographic factors have been widely studied and accepted as important aspects that affect tourists' selection of restaurant and type of food. These include indicators such as age, gender, level of education, marital status, religious beliefs, etc. (Cho et al., 2017; Kim, Lee & Klenosky, 2013) . Demographic factors are important for food consumption and choice of establishment (Duncan, Josiam, Kim & Kalldin., 2015) . In fact, the results of different studies suggested that age, gender, and social status are significant factors in determining culinary preferences (Furst, Connors, Bisogni, Bobal & Falk, 1996; Srivastava, 2015) . Kivela and Crotts (2005) suggest that tourists have different approaches to the culinary experience depending on their origin. For example, it has been found that individuals from Eastern cultures avoid restaurants serving local food, but those from Western cultures are more interested in trying foods that are unfamiliar to them (Tse & Crotts, 2005) . In addition, it is stated that people with higher purchasing power and a higher level of education are more interested in local gastronomy, as they not only consume food to satisfy a physical need, but also value discovering new dishes and associating food with the local culture (Wadolowska, Babicz-Zelinska & Czarnocinska, 2008) . In the same line, authors as López-Guzmán and Sánchez-Cañizares (2012), Pérez-Gálvez, López-Guzmán, Buiza and Medina-Viruel (2017) or Tsai (2016) indicated that age and educational level of the tourists are relevant when they decide the gastronomic offer.
Motivational factors
Several studies have found that motivational factors influence tourists' gastronomic behaviour and that local food plays a major role in the overall satisfaction of a trip (Cetin & Bilgihan, 2016) . Fields (2002) poses four motivational factors that influence in the tourist's choice of restaurant: physical, cultural, interpersonal and status factors. However, Kim, Eves and Scarles (2009) present nine subfactors that explain the motivational factor: exciting experience; escape from routine; concern for health; discovering new things; authentic experience; fellowship; prestige; sensorial and physical attraction in their model of gastronomic consumption. Gastronomic motivation in tourism has been classified into two main categories: the symbolic dimension (learning about local culture, exciting experience, authenticity, prestige), and compulsory dimension (concern for health, physical need, etc.) (Mak et al., 2012) . Tasting local gastronomy is considered to be a pleasant and exciting activity (Kivela & Crotts, 2006) .Using this type of factors, Björk and Kauppinen-Räisänen (2016) develop a research focused in local food market that reveals three types of food-related behaviour:
• Experiencers, that consider food as essential to destination selection.
• Enjoyers, that have positive attitudes towards food; and
• Survivors, that consider that local food of their destination covers physiological needs.
Eating is a basic human necessity. Every tourist looks for the gastronomy of the destination when travelling far from home. In addition to the category of the restaurant, its decoration, music, lighting and architecture are accepted as elements of the physical environment (Yuksel & Yuksel, 2003) . Travelling is considered as a way of escaping from routine (Smith, 1994) , so tourists prefer to eat at authentic and special places rather than in restaurants belonging to international chains (Sengel et al., 2015) .
Methodology
The methodology followed to achieve the goals was an empirical study on a sample of tourists who have visited restaurants with a Michelin star in the last two years, on whom a survey was conducted in order to elucidate the most valued aspects in the process of choosing, consulting and booking a top-level restaurant service.
Data collection was carried out during the months of July to December 2016 using self-administered questionnaires via the Internet. Structured self-administered questionnaires were preferred since they present a higher response rate and the researcher's influence is minimized (Lietz, 2010; Oppenheim, 1992) . The link to the questionnaire was administered through the Facebook profiles of gastronomy and travel bloggers with a high number of followers: Webosfritos (96,918); Garbancita (11,798); Gastronomías del Mundo (13,642), among others. The numbers of followers correspond to July 2016.
Following Leiper (1990) , the drafting of the questionnaire was based on tourist attraction systems, structuring the survey around different aspects such as the tourist's profile or motivations, on the one hand; and as ratings of the destination, the restaurant or surrounding elements, on the other. Also taken into account were the works by Kim, Park, Kim & Ryu (2013) , Kukanja, Omerzel and Kodrič (2016) , Yuksel, Yuksel and Bilim (2010) , for questions about the global assessment, satisfaction and loyalty, both to the restaurant and to the destination.
A total of 432 responses were obtained, but the respondents who had spent the night away from their place of residence when going to a Michelin-starred restaurant were selected, following the guidelines established by the World Tourism Organization (UNWTO, 1988) , which defines the tourist as "the temporary visitor who remains at least 24 hours at the place of destination, other than the usual environment", to ensure the assessment of the destination. Finally, there was a total of 187 valid answers, from respondents who we considered tourists. According to Manfreda, Bosnjak, Berzelak, Haas, Vehovar and Berzelak (2008) the sample size is sufficient to draw robust conclusions. Manfreda et al. (2008) compare the samples used in 45 studies based on questionnaires managed via the web. The dispersion of sizes used varies from a minimum of 28 to a maximum of 2,979, with a mode of 115 responses. It should be noted that to stimulate responding, a gift was offered to clients who answered the questionnaire; this incentive consisted of a meal for two in a Michelin-starred restaurant of their choice.
The respondent profile is as follows: female (61%), middle-aged (42% are between 35 and 44 years old), with university studies (88.8%), who goes with a partner to a top-level restaurant (62.6%) spending one or two nights at the destination (67.4%).
In order to distribute the respondents -customers of a restaurant with Michelin star(s)-into homogeneous segments, an analysis of K-mean conglomerates was carried out, as it is one of the most common and is used for large samples (Dolnicar, 2002; Everitt, Landau, Leese & Stahl, 2011; Tuma, Decker & Scholz, 2011) .
To do so, the questions of the questionnaire for which a rating was required (score of 1 to 5) on the questions related with gastronomy, the personal attributes that influence visiting a restaurant and the attributes related with the establishment were considered active (or segment-based) variables (see Table 2 ).
The first step was to perform a hierarchical analysis in order to naturally obtain the number of groups (two groups). Then, the K-mean conglomerates were carried out, forcing the extraction of two segments. As a result, therefore, two segments of different sizes were obtained: a first group of 52 individuals, and a second, larger segment of 135 people. Initial non-parametric analysis allows detecting behavioural differences between the two groups. Indeed, Wilcoxon-Mann-Whitney analysis (assuming that the variables do not follow a normal distribution), grouping according to the two segments found, shows significant differences at the 0.05 level of significance in terms of status, experience at the destination, the gastronomic experience and loyalty (see Table 1 ). All analyses were performed using SPSS version 20 software. 
(bilateral)
.000(*) .014(*) .044(*) .000 (*) C(*) Significant differences in means at the 0.05 level of significance Table 1 . Wilcoxon-Mann Whitney test of comparison of means among segments
Results
Both segments rate very positively the experience perceived both at the destination and in the restaurant with scores above 4, the first segment presenting the highest scores. The biggest differences are perceived for the personal attribution of status as an influencing element when choosing a restaurant and for loyalty. Figure 1 shows the mean scores obtained. The scale ranges between 1 and 5. Different behaviour is observed depending on the segment concerned. We now proceed to profile each of segments found, associating them to behavioural and socio-demographic variables. It must be noted that associations between both behavioural and socio-demographic variables with cluster variable are significant at 10% (p-value<0.1).
Characterization of Segment 1
The individuals in this segment consider the culinary experience at the Michelin-starred restaurant as the main reason for visiting the destination (44.2% versus 19.2% who state that the destination is the priority). In fact, they were the users who sought the least information about activities and places to visit at the site where the restaurant was located (71.2% did not seek information). In addition, the type of activities in which they were interested were related either with gastronomy, such as gastronomic fairs or conferences, or with wine-related activities. It is the group that makes the most purchases at the destination (80.8%), mostly typical products including food, wine and even fashion or footwear.
As it can be observed in Table 2 , this segment is more interested in gastronomy-related attributes at the destination. The respondents from this segment claim to wish to discover the products of the area (4.60), learn about local cooking and gastronomy (4.77) , and show a great interest in wine (4.29) .
With regard to their experience at the restaurant, they want to meet the chef (4.60), they pay attention to the decoration of the restaurant (4.73), and greatly value the opportunity to visit the facilities (kitchen, rooms, cellar, etc.) (4.88). They also look for restaurants that are well located (4.54), have parking facilities (4.33) , and have a gourmet shop (4.17) . It is the group that displays greater predisposition both to recommending (4.82) and returning both to the area (4.54) and the restaurant (4.30).
The members of this group are much more active when it comes to using ICT. They visit the restaurant website, either to confirm their booking (36.5%) or to view the social profiles (26.9%). They also use social networks to share content about their dining experience, especially photos (76.9%), reviews (44.2%), or videos (9.6%) of the restaurant and the food. Continuing along this line, the customers in this group actively participate in the online reputation of the restaurant, posting positive reviews on one of the social networks (53.7%) after visiting the restaurant.
In demographic terms, the clientele consists of both men and women (49% and 51%, respectively), slightly mature (43% older than 45), in employment (90.4%) and with a medium level of education.
The individuals pertaining to this segment can be labelled: socially active tourists who decisively appreciate cuisine.
Characterization of Segment 2
The second group consists of 135 people. With regard to the appraisal of their experience at the destination and their dining experience, they are in a slightly lower position than segment 1, but the greatest distance is in the aspect of projected image or status as a reason for visiting the restaurant and the aspect of loyalty or intention to return both the destination and to the culinary establishment (see Figure 1 ).
Unlike the first group, the members of this group consider their visit to the destination as the main reason for their tourist trip (39.3% vs. 25.9%). In fact, they are the ones to seek the least information about the restaurant before booking (28.1%), and neither did they actively participate on the restaurant website (63.7%). Likewise, the individuals in this segment are less active in the social networks, connecting, but not sharing content related to their dining experience (32.6%). Most did not make appraisals on social networks after visiting the restaurant (60.3%).
Of the total respondents, it is the members of this group that are most interested in the different activities that can be pursued at the destination where the restaurant is located (46.7%). Almost all of the segment (99.3%) sought information on the establishment's website about activities to carry out at the destination, followed by the destination's tourist information website (77%). Although they also show an interest in gastronomic activities (58.5%), in contrast to segment 1, they did activities related to adventure tourism (8.9%), ecotourism (5.9%) and business tourism (5.9%). Visits to family and friends are noteworthy (20.7%) . Like the first group, they shopped at the destination, although to a lesser extent (60.7%), above all purchasing typical food products (41.5%).
The individuals in this group are less interested in attributes related to gastronomy in all aspects in general (see Table 2 ). Concerning their experience at the restaurant, what they value most highly is the service (4.16) and the attention to the customer (4.14) provided by this type of top-level restaurants. However, aspects such as the restaurant having a gourmet shop (1.87) or parking facilities are practically not taken into account (1.85).
Unlike segment 2, in this case they do not consider that the visit to a Michelin-starred restaurant could provide them with higher status, or be accepted by other people. They are not impressed by the fact of going to such establishments and therefore they do not give so much importance to sharing the experience and telling family and friends about it. They do claim, however, that "it makes them happy" to go to a Michelin-starred restaurant, but on a personal level (4.30) .
Regarding the demographic profile, we are talking about a clientele principally consisting of women (65.4%), who are fairly young (66.1% under 44 years of age), employed (88.1%), and with some degree of higher education (85.7%).
The individuals pertaining to this segment can be labelled: female travellers who value gastronomy as another resource that the destination has to offer.
Discussion
The aim of the present study was to profile the tourists visiting top-level restaurants in order to find out about their behaviour, their influence on the tourism destination, and what type of consumers they are. So, first of all, we can say that we have discovered two different segments of tourist. The first group of tourists,, for whom the visit to a top-level restaurant is the main reason to go to the destination; and a second group of tourists, who visit the destination anyway. We can also add that both groups value satisfactorily both their experience at the destination and their gastronomic experience. These aspects, in both segments, have scored over 4.5 on a scale of 1 to 5, where 3 is the central value. However, we find remarkable differences between the two segments in status and loyalty factors.
Nevertheless, we must not content ourselves with these results. In view of the data, and in reference to segment 1, we can posit that the online management of a restaurant, especially a top-level one, carried out as if it were just another extension of a traditional establishment, may be an important reason for marketing failures. Any digital marketing initiative, including e-commerce, must adapt to the characteristics of this new medium and to its users, and segment 1 is highly active on the Internet.
We can draw a series of insights from the results obtained:
Individuals in the two segments found, display different behaviour in terms of the status they perceive by visiting a top-level restaurant and concerning their post-purchase, recommendation and intention to return behaviour. These results are in line with Bakhshi, Kanuparthy and Gilbert (2014) and DiPietro, Crews, Gustafson and Strick (2012) .
Some of the aspects that are most valued by culinary tourists are related to the possibility of trying new gastronomic proposals, getting to know the local produce and products and learning innovations concerning gastronomy and cuisine (Hall & Gössling, 2013) .
Other aspects that customers highlight are customer service, the excellent service provided by this type of establishment, and even the possibility of visiting the facilities such as the kitchen, cellar, etc. ).
The overall experience is especially valued, as it is considered to persist in time, and ultimately it makes them "happy". This greatly influences the attitude, especially in the first segment, of being able to relate their experience to friends and family (Chang, Kivela, & Mak, 2011) .
Focusing on the segments' behaviour, it is precisely the youngest customers (the second segment in our study) that are most demanding and require higher quality service. At the same time it is the segment with the greatest weight. They are also the tourists who consider their visit to the destination as being the main reason for their trip. In contrast, the members of the first segment consider the culinary experience as the main consideration around which to plan their trip. They find information before travelling to the destination and they are far more active in the use of the new technologies. These results are in line with the segmentation studies performed using various types of factors to define the behaviour and the attitude of the diner (Björk & Kauppinen-Räisänen, 2016; Pérez-Gálvez et al., 2017; Wall & Berry, 2007) .
Conclusions
The growing heterogeneity existing in the preferences of tourists makes it necessary to deepen the knowledge of the factors that can influence their behavior and decision processes. Nevertheless, knowing consumers is not an easy task. This fact justifies the high number of researches carried out from different areas that have had consumer behavior as the scope of application.
If we look at the existing literature on segmentation studies in the field of e-tourism, we can frame this research within the works that integrate variables of a different nature, to be able to offer more complete and global results, and make the segments accessible, substantive and usable (Kotler, 1997) . Segmentation analysis was based on the experience of the tourist both at the destination and at the restaurant itself, as well as on personal attributes like status; and loyalty to such services. Having found the segments, they were characterized on the basis of socio-demographic variables, online behaviour both when seeking information and sharing it, attitudinal and motivational variables. We can see that the main variables that, according to our research, determine the decision to go to a restaurant are related with both the quality of the product on offer, the variety and originality of the menu, as well as the quality of the service provided and the experiences perceived, as detailed below.
The kinds of behaviour described in this research around the two segments, mean that the managers of restaurants of a certain category must be especially attentive to maintain and improve their quality standards to retain these clients. Over time these clients will migrate towards a more experiential and more loyal type of behaviour (the behaviour of the first segment). The investment made in their quality system should lead to a migration of customers from the second segment to the first.
The recommended strategy proposed in this case is therefore to satisfy the requirements of the second segment to retain them and at the same time attract other tourists with this same profile. In this way, with the passage of time these customers may migrate to the first segment, whose members are more likely to revisit the establishment and therefore ensure a continued business volume. Likewise, for the managers of tourist destinations, it should be paramount to include top-level gastronomy as a significant tourism resource. And, on the other hand, these establishments should be encouraged to focus more on tourism and to incorporate tourism resources of the area as a further attraction and incentive to go to the restaurant, thus creating positive synergies between the destination, its management organizations and the restaurants to create a mutual understanding and benefit. In this way, and although up-scale culinary tourism is a pursuit of a minority of tourists, its full potential could be exploited both in terms of the high level of spending it represents in high quality products and in improving the perception of the destination and its sustainability (UNWTO, 2017).
To conclude this section, we would highlight the main limitations and possible lines of future research arising from this study. Its main limitation is the fact that only the responses of tourists who have visited top-level restaurants in Spain have been studied. It would be interesting for future work to extend the field of study to establishments in other countries which would in turn provide a larger number of responses, thus ensuring a higher degree of validity of the results. It would also help us analyse the influence and the role that the culture and characteristics of the country may have on the process of market segmentation.
We would also add that a future line of research would be to work on theoretical aspects related to results of this work. That is, studying the factors that lead diners at this type of restaurants to become more active or more social and their relation with the destination. Also, the factors that may motivate the passage from one segment to another should be studied. Another possible line of research would be to conduct a longitudinal study with the same variables used for this research to analyse the evolution and trends of tourists in terms of their consumption behaviour and choice of restaurant. Finally, it would be interesting to deepen the creation of specific scales or studies for the analysis of the image of gastronomy and its components and how it can influence the choice of destination for each type of segment. 8. En la web del restaurante estrella Michelin, consultó aspectos no relacionados con el restaurante como (Marque tantas opciones como corresponda)
• Informarme de los recursos turísticos de la zona
• Consultar el clima de la zona • Buscar alojamiento
• Informarme sobre la oferta de actividades de la zona • Links a otras actividades
• Entré en la web y no encontré la información que buscaba sobre______________ • Otros(especifique):_______________________________________________ 9. ¿Cómo realizó la reserva en el restaurante estrella Michelin?
• No, realicé reserva • A través de la web del restaurante • Sí, como suelo hacer siempre • Sí, mucho más de lo habitual, aproveche la ocasión para compartir más cosas de lo que suelo hacer habitualmente
• Sí, pero menos de lo habitual • No, aunque suelo conectarme en general
• No, no suelo conectarme en general
